Introduction
Hosting a large international sporting event promises not just the excitement of the event and media exposure for the host nation, but also creates the expectation of a positive return on the considerable investment associated with hosting this type of event. This is also true for one of the largest of these events, the FIFA 
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World Cup Effects on Macroeconomic Data
It is often heard that the economic benefits from hosting a WC stem from additional receipts from tourism, increased turnover in retail business, and positive effects on employment. Although it cannot be denied that individual enterprises and sectors may profit from a WC held in their own country, nation-wide analyses may indicate otherwise, because meso-and macroeconomic data aggregate possible increases in profits and incomes of individuals with the concurrent losses of others.
Income from International Tourism
The tourism sector is usually expected to be amongst the main beneficiaries of an event like the WC. For France 1998, some 500,000 foreign WC-tourists were expected (SZYMANSKI, 2002) . A study for Germany 2006 projected roughly 340,000
foreign tourists, spending between US$0.62 and 1.1 billion (KURSCHEIDT & RAHMANN, 1999) . The estimate of the German Hotel and Catering Association was even more optimistic, calculating up to 3.3 million foreign tourists (UNTER-REINER, 2006 ). An updated estimate for South Africa by Grant Thornton assumes 300,000 overseas visitors, spending US$1.36 billion (ZAR 9.3 billion) during WC 2010 (N.N., 2008a .
As correctly implied by the cited studies, analyses of sporting events should evaluate expenditures of non-residents as a driving force to the economy of the host nation. For the residents of the host nation, it can be assumed that their potentially increased expenditures during the sporting event is counterbalanced by reductions in their consumption elsewhere, and that the savings rate overall remains constant, at least in the medium term (MAENNIG, 1998) . For this reason, domestic WC-tourism is not regarded in the first stages of analysing the numbers of overnight stays. In a second stage, where the service balance sheet will be examined, domestic travel (abroad) behaviour becomes relevant.
Overnight Stays
The broken line in Figure 1 France 1998 even experienced a decline in the number of foreigner overnight stays at the time of the WC, which -using raw data -were approximately some 142 thousand (or 1.2%) lower in June 1998 compared with June 1997. In July 1998, the decrease amounted to 48.5 thousand (0.2%). Due to incomplete data, it was not possible to examine whether this decline, which applied to all accommodation establishments, is attributable to WC 1998. However, regression analyses following the above mentioned pattern could not find any significant WC-effects Tables  2 and 3 in appendix for the results of all regressions mentioned in this contribution.
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The time-switching effect is not significant as well.
on the overnight stays of foreigners in hotels which, while declining in June and July 1998, equalled over 40% of the total number of overnight stays of foreigners (detailed regression results in Table 2 ).
Effects on the Service Balance Sheet
To assess the tourism effect of WCs, it is also worthwhile to look at the statistics of the service balance sheet, in which overnight stays are monetarily valued and the income from international tourism (export of services) is contrasted with the tourist expenditures abroad from people of the host nation (import of services).
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A potential additional inflow of foreign currency due to the WC might be counterbalanced by increased travels abroad by locals to avoid noise, traffic jams and other turbulences that are caused by the WC ('carnival effect'). 4 On the other hand, there may also be locals that stay at home to experience the WC instead of travelling abroad, who, in turn, reduce domestic expenditure in other countries.
In the case of Germany, the Deutsche Bundesbank reports additional income from tourism at US$ 1. The Bundesbank detects certain inaccuracies, since, for example, the additional income of local airlines is not included. On the other hand, ticket sales are included, which go to FIFA (DEUTSCHE BUNDESBANK, 2006 To sum up, the effects for the tourism sector, which is usually expected to be amongst the main beneficiaries of such mega-events are small, mostly negligible.
Mega-events such as the WC may displace regular tourism from abroad and/or lead to the 'carnival effect'. Tourists who are less WC-enthusiastic might postpone a planned trip to the host nation or even cancel it just because of this event.
Common motives are the avoidance of noise and traffic jams, the fear of rising prices or concerns regarding security 11 (analogue to the 'carnival effect' that leads The service balance sheet data for France have only been available as quarterly figures.
10 Regressions for the period Q1/1994 to Q2/2007 that include dummies for the WC quarters of 1998, dummies for the quarter before and after the tournament, a constant, a time trend variable, and an AR(1)term as explanatory variables, did not indicate any significant WC-effects on the income from international tourism, the expenditure for international tourism and the tourism service balance. to increased trips abroad from locals). In addition, any positive effects in WC months should be checked for a 'time-switching' effect.
Effects on Retail Sales
The retail industry usually hopes for positive effects from hosting a WC due to the expectation of increased foreign and domestic consumption.
The latter argument is theoretically problematic at the outset. 13 It has to be considered that these numbers do not include possible increases in sales at filling stations and in the 'Fanfests'.
Employment Effects
Citing expected increases in tourism and retail trade, ex ante studies regularly predict growing employment figures as a consequence of major sporting events. Altogether, it must be taken as an interim result that most of the effects on tourism, retail sales and employment that feature in the foreground of discussions about the economics of WCs turn out, at least in the short term, to be substantially smaller than previously supposed. 16 This sober view regarding short-term economic effects on income and employment is confirmed by further econometric studies of WCs 17 as well as by studies that attend to other major sporting events. Whether positive effects from hosting mega-events like the WC can be seen in the medium-or long-term seems unclear as well. If the stadium constructions and their expenditures cannot be charged to the WC in full, then this applies for the long-term benefits of the stadiums as well. This being said, it should be pointed out that new stadium structures or modernisations consistently engender a novelty effect: curiosity, but also the increase in comfort, improved view, and better atmosphere in new or renovated stadiums regularly lead to significantly higher spectator figures for the clubs, at least for a period after these improvements. 22 In Germany, multivariate studies on all stadium-projects since 1963 regarding construction-and reconstruction isolated a rise in spectator numbers of about 2,700, or some 10% per match (FEDDERSEN, MAENNIG, & BORCHERDING, 2006) . In select football stadiums, the novelty effect can even turn out to be markedly greater. The novelty value, which measures the additional receipts of the clubs or rather operators, can, in fact, be larger than the increase in attendance due to higher average price levels as a result of regularly expanded VIP and business seat areas. In addition, there are increased naming rights income, and income from other events which could not take place in less modern and prestigious stadiums.
While the direct economic impact of hosting such events has often been muted as discussed above, there is potential for exploiting the opportunity offered by large sporting events to create an architectural legacy via ambitious stadium architecture with lasting external effects for the regional economy. Centre Pompidou in Paris, the Munich Olympic Stadium) do reveal certain common design characteristics: they display an architecture that, at least at the time of planning, was regarded as highly innovative, often apparently impractical and non-functional, but which was nevertheless unique and striking. The planning is often so unconventional that citizens unite in their resistance to it, resistance which, however, gradually gives way to a feeling of regional pride, inspiration and identification. In every case, the innovative design helped the building to succeed in becoming a landmark and part of the memorable character of their cities, which, in turn, succeed in 'getting their name on the world map', i.e. achieving the desired image effects . Iconic buildings provide an aesthetic focal point for a city and could become a springboard for other urban developments and recreational facilities, which are, in turn, attractive for locals as well as international tourists.
Despite the accepted impact of iconic architecture (also referred to as 'signature architecture') the opportunity to aim for not only an optimization of the management efficiencies of professional sport clubs, but also for a particularly attractive, spectacular, iconic stadium to benefit each city, has been widely missed in recent stadium-projects. The architecture of the German WC-stadiums, while it is freely noted that many technical innovations and creative architectural ideas are bound up in the stadiums, overall, can be at best described as "functional". Germany 2006 did not generate unique new constructions and iconic architectural features with trans-regional significance, with the possible exception of the Munich Allianz Arena. It, however, was situated too far from the city centre to generate a positive effect for Munich in the foreseeable future. 24 The evaluation of the French WC-stadiums is similar.
However, the "functional" design of stadiums should not be attributed to European club managers. They have the task of maximizing the income for their teams. For this, they must confine their endeavours to whatever is necessary to keep fans content. It is not their business to participate in municipal or regional politics, to make their architecture interesting from the point of view of the cityscape, or to achieve external effects for the regional economy, from which their budgets do not profit. Responsibility is left to the local authorities and their policy makers, who have to bear the additional costs of ambitious architecture (and, where applicable, better location). An increased level of positive economic effects emanating from stadiums thus in some cases, requires public funding.
International Perception and Feel-good Effects for Residents
Hosting a major sporting event like the WC might also be associated with effects that are often presumed either to be hardly measurable, or 'intangible'. Thus, WCs are regularly regarded as a possibility for self-marketing and image-building, which are expected to produce lasting improvements for the host nation's competitive environment. The successful execution of a mega-event provides the opportunity to demonstrate organisational and technological know-how, and to showcase the hospitality and the beauty of the country.
One possibility for assessing such image-effects is provided by the 'Anholt Nation
Brands Index' (NBI), which evaluates the nation's brand image of developed and developing countries. Nations are classified quarterly in a worldwide poll regarding their cultural, political, commercial and human assets, investment potential and tourist appeal. The results are combined to produce an aggregate ranking. Figure 5 shows the trends in selected questions that were presented with a scale of 6 (very good, complete agreement) to 1 (poor, no agreement). Figure 6 shows that after the World Cup, Germany has captured the second place in the NBI rank system, after ranking -on average -on 5th position in the quarters before.
Such results demonstrate the opportunity of image gains through hosting a ma- to US$1.3 billion for the whole country. 28 Since only a few of the 82 million Germans themselves had tickets to attend a stadium for a WC match, the willingness 26 The magnitude of this effect might be strongly influenced by the 'public viewing' in the fanparks which makes the expression 'non-use' questionable.
27 JOHNSON & WHITEHEAD (2000) study the willingness of people to pay for two stadium projects in Lexington, Kentucky, even if they do not visit the stadiums. ATKINSON et al. (2008) evaluate the British WTP for the Olympic Games in London 2012.
28 HEYNE, MAENNIG, & SÜßMUTH (2007) report that the increase in the willingness to pay is attributable above all to a change of attitude in those who, before the WC, were not willing to pay. After the WC, an increased willingness to pay was expressed particularly among East Germans, but also among low-skilled persons. HEYNE, MAENNIG, & SÜßMUTH (2007) conclude that major sporting events have a characteristic 'experience value'; consumers cannot correctly estimate the quality of an event before their first experience of it, and hence, cannot predict their willingness to pay for it.
to pay can be interpreted as a 'non-use effect'. This "intangible" effect is this amongst the most significant economic effects of the WC 2006.
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To sum up, for a more thorough evaluation of the effects arising from WCs (and other major sporting events), more consideration should be given to the likelihood of (measurable) effects that are frequently given less attention in descriptions of WC-effects, such as the novelty effect and possible externalities of stadiums, the public image effect for the host nations and the feelgood effect amongst the residents.
South Africa 2010 -Additional Challenges and Chances
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There is no doubt that analyses of former WCs and other major sporting events provide a context for estimating the potential risks and benefits for South Africa 2010. However, European structures differ from South Africa's, which suggests that South Africa might have to cope with additional difficulties in some areas, but also might experience larger economic benefits in other fields through hosting the FIFA WC 2010.
Additional Challenges for South Africa
To start with, it has to be mentioned that South Africa plans to invest heavily to host the WC 2010. Ten stadiums are planned in nine host cities, all of which possess the minimum capacity of 40,000 spectators as required by the World Foot- 34 However, it should be emphasized that at least some of the South African stadium-projects are likely to create lasting external effects for the regional economy, leading to better benefit/cost ratios in the long-term (cf. section 3.2). The almost exclusive usage of public funds will probably have allowed for the consideration of urban planning aspects to this extent. First, the 'couch potato effect' mentioned in section 2.1 is less likely to occur in South Africa. Due to different hospitality and 'going out' behaviours of football fans in South Africa, spending might be higher instead of lower if they stayed at home and invited friends to watch TV together. This may lead to a positive impetus on the local economies such as retail business and the hotel and catering industry, which might induce employment effects as well, at least in the short term.
Second, the usual negative crowding-out effect on regular tourism of large sporting events referred to in section 2.1 might not occur because the WC happens during the low season for tourism in South Africa. This raises potentials for additional receipts from tourism and employment-effects in the tourism-and leisureindustry not only in the short-term, but also for the long-term to the extent that the country succeeds in presenting itself as an attractive tourist destination for future trips. Moreover, WC-tourists are likely to stay longer in South Africa (i.e. spend more) due to the long distance they had to overcome for the tournament in most cases.
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Third, most of the econometric studies on sporting events and sport facilities (for an overview see Table 4 ) are related to the USA and European countries, which enjoy ample provision of sports facilities. In Germany, for example, there are 127,000 sports venues, including 400 multi-purpose sports halls with spectator capacities of at least 3,000. Given that sports venues are also subject to the law of diminishing returns, low-level returns are to be expected at most. comes for poor South Africans are auspicious for WC related activities, as the majority of the country's football fans are poor.
Finally, it has to be considered that the sport venues built or reconstructed for past WCs hardly stimulated any positive effects to the regional economy because they were not built with this aim in mind. The aim during planning was usually to maximise the profit margins of the professional clubs, rather than urban development. 37 In South Africa, there is evidence that the WC might be used as a vehi- 
